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Abstract
In recent years, countries worldwide have been attempting to use their culture as a feature
in increasing the value of creative design for developing an aesthetic economy. The
interface of product aesthetics gives people a sense of beauty and impression and
encourages people to consume and collect. Therefore, successful products should
conform to the 5 factors of qualia: attractiveness, beauty, creativity, delicacy, and
engineering. We chose cultural products from the cultural creative awards in Taiwan to be
the stimulus samples to investigate the participants’ psychological feelings. The purpose
of this study was to discover the correspondence between product textures and
consumers’ feelings, and to generate specific guidelines for design in the future. The
findings are listed as follows: (a) Qualia characteristics should be considered in the market
demand of cultural products. (b) The performance of the creativity and engineering
characteristics of qualia should be emphasized. (c) From the perspective of cultural
product preference, winning entries are more popular than non-winning entries. The
guidelines developed in this study support the future development and growth of an
aesthetic economy.
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1.

INTRODUCTION

Global information has flowed rapidly in recent years because of internet. Cultural
products from every country can easily be seen on the internet or exhibitions, indicating
that an era of aesthetic economy is developing. Many countries have a rich cultural
heritage that can support the cultural connotation of products, and these products have a
personal style and attitude toward life that can affect people’s emotions. In addition, the
interface of product aesthetics gives people a sense of beauty and impression and
encourages people to consume and collect. Therefore, successful products should
conform to the five factors of qualia: attractiveness, beauty, creativity, delicacy, and
engineering. We chose the cultural products of cultural creative awards in Taiwan as
stimulus samples used to investigate participants’ psychological feelings. The purposes of
this study are to (a) integrate cultural product design performance using the
characteristics of qualia, (b) compare students who are from different places, their
preferences for cultural products, and (c) prove the reference standards of cultural product
design involving qualia. Cultural product design with the characteristics of qualia continues
to support the future development and growth of an aesthetic economy.

2.

LITERATURE REVIEW

2.1 The personality and meaning of cultural products
Verganti (2009) proposed that products have bunk important significance they are
practical processing functionality and performance. Products also related to symbol,
identity, and emotion. Ashby and Johnson (2003) stated functionality, provided by sound
technical design, clearly plays a role. However, a greater role is that of industrial design,
which involves the concern for the aesthetics of the product, and the associations and
perceptions that the product carries. Consumers feel satisfied with their choices because
they fit personal self-concepts rather than the group norm (Solomon, 1999). In addition,
Norman (2004) proposed that the product and which personality must coincide in market
segmentation. Therefore, cultural product design must be practical, and cultural elements
must be incorporated with modern design philosophy. A product must contain national
characteristics so that the populations of the different cultures of the world can identify and
give the product a new meaning and perceived value.

2.2 Qualia connotation of cultural products
Culture is the essence of creativity, and creativity is the core of industries; in other words,
only when craftworks have cultural meaning are they alive (Yeh & Lin, 2011). Designing
“feeling” into products to present the emotional communication of user experiences has
become a design trend in the 21st century. As a result, “design for feeling” has become a
key factor in innovative products (Ko, Lin, & Lin, 2009). Bermond (2008) stated that
emotional qualia are the phenomenological representations of the end products of the
appraisal processes. Therefore, a favorable product is a craft that exercises a discourse
with people through its sensation-evoking image and affords them inspiration. As
American design expert Norman stated, affective/emotional factors are the ultimate
determiner of the success or failure of product design (Yeh & Lin, 2011). Lin (2010) also
stated that qualia products are an expression of “humanity” and “story,” whereas general
industrial products are an expression of “function” and “rationality.” For these reasons,
emotion in product typically has a moving story.
“ Qualia” is a Latin adjective that refers to quality and comprises five elements:
attractiveness, beauty, creativity, delicacy, and engineering. Mandler (2005) proposed that
qualia are features or representations of objects that are not intentional or intentionally
determined, and that sensory experiences have certain similar characteristics. The sense
of difference lies in quality, which includes attractiveness, beauty, and creativity, in which
content renders the product surface. The Ministry of Economic Affairs in Taiwan promotes
the Small and Medium Enterprises Qualia Optimization Project of Small and Medium
Enterprises, which integrates product characteristics of culture and creativity. “Qualia”
comprises five elements: attractiveness, beauty, creativity, delicacy, and engineering. The
plan proposes that enterprises add value to products by using qualia to make the
consumer experience the products’ value (Lin, 2012).The appearance attributes together
provide the consumer with an overall impression of the product. Furthermore, they are
more actionable and informative than physical properties for designers to use in briefings
or product evaluation studies, which can be conducted to assess whether consumers truly
perceive the meanings that the designer intended to convey using appearance attributes
(Blijlevens, Creusen, & Schoormans, 2009).

2.3 The qualia characteristics of cultural products
“Qualia” is a Latin adjective that means quality and comprises five elements:
attractiveness, beauty, creativity, delicacy, and engineering. Bermond (2008) stated that
emotional qualia are the phenomenological representations of the end products of the
appraisal processes. The characteristics of qualia determined by integrating the product
characteristics of Ashby and Johnson (2003) are shown in Figure 1. Attractiveness,

beauty, and creativity belong to the emotional condition of the product "psychology";
delicacy and engineering belong to the rational conditions of the product "physiology."
Therefore, qualia products have rational conditions for consumer use and do not neglect
emotional appeals.

Figure 1: Product character of Qualia products (compiled by this study)
According to Fig. 1, attractiveness, beauty, and creativity are intuitively emotional, and
that delicacy and engineering are rational and logical. The psychological process of
consumers is related to their cultural backgrounds, life experiences, and innate curiosity.
Qualia products that incorporate emotions and feelings for creating resonance, pleasure,
and positive emotions in consumers can promote purchase behaviors (Fig. 2).

Figure 2. The process by which purchase decisions are influenced by qualia
products (compiled by this study)

2.4 Design performance of cultural products
Product designers are concerned about the physical attributes of product design (e.g.,
color, shape, texture, surface, size, contrast, symmetry, orientation, and weight), but
consumers are concerned with appearance attributes (e.g., modernity, simplicity, unity;

Blijlevens, Creusen, & Schoormans, 2009). In the modern era, the experience of the
consumer for the product aesthetic level is an increasingly crucial role in consumer
behavior (Liu & Chang, 2008).
Hsu and Lin (2011) proposed cultural product design applications for daily life, which was
crucial to the aesthetic form of culture, and presented cultural characteristics from product
development and innovation. Lin and Lin (2009) suggested that design must address the
humanistic aesthetic in the future, and technology is only an assistive tool that cannot lead
product design. Methods of conveying cultural connotations, a philosophy, or a lifestyle
must be considered in product design. Therefore, a favorable product must satisfy
functional needs, and its aesthetic interface, which can be impressive and even lead to
consumption and collection, must be emphasized.

3.

METHODOLOGY

This study involved conducting a comprehensive literature analysis and information
analysis of cultural products. The primary objective of this explorative study was to
investigate the value that qualia add to cultural products. The authors discuss two issues
in this paper. The first is the correlation between cultural product design performance and
the characteristics of qualia. The second is proof of the reference standards of cultural
product design involving qualia. The overall purpose of this explorative study was to
preliminarily investigate the reasons for users’ cultural product experiences. The
participants were 101 undergraduates from different countries (59 from Taiwan and 42
from mainland China). The questionnaire survey of cultural products comprised two
phases (qualia and preference). The process used in this study is shown in Figure 3.

Figure 3: The process of this study

3.1 Stimuli
The stimuli for this study were nine cultural products that received cultural creative awards
in Taiwan from 2010 to 2012 and one popular cultural product. We selected only
tableware. The subject of this study is ordinary tableware used in daily life. Ackerman
(2007) emphasized that the eyes dictate our five senses, and that vision can extend our
remaining sensory perceptions. A stimulus to one of our senses will stimulate our other
senses, producing synaesthesia. Therefore, this study rendered and investigated the
products by using tableware photographs. Prior to conducting the survey, the author
described and introduced each product, which enabled the participants to imagine the
feeling of using the products based on their experiences. These stimuli are listed in Table
1. These stimuli are listed in Table 1.

Table 1: The stimuli of this questionnaire
Code Title
Image

Awards

Production
company
Hakka-blue

P1

Pear Pot Set

2011 Cultural &
Creative Awards
Selection,
Preferred

P2

Family
Belongings HULU

2010 Cultural &
Creative Awards
Selection, Gold
Award

JIA Inc.

P3

Seasonal
TastesFragrant
Orchid

2011 Cultural &
Creative Awards
Selection, Silver
Award

Liuligongfang

P4

Calligraphy
SeriesSeafood set ,
Chopsticks set

2010 Cultural &
Creative Awards
Selection, Silver
Award

JIA Inc.

P5

PIN-CHU
Cruet set

2011 Cultural &
Creative Awards
Selection,，
Preferred

GEWAY
INTERNATIO
NAL
CO.,LTD.

P6

Peace &
Harmony Tea Set

2010 Cultural &
Creative Awards
Selection, Gold
Award

Franz
Collection
Inc.

P7

Dumplings
Cruet Set

2011 Cultural &
Creative Awards
Selection, Gold
Award

Hakka-blue

P8

Steamer Set

2010 Cultural &
Creative Awards
Selection, Gold
Award

JIA Inc.

P9

Taiwan
Blessing Seal
Cup Set

2010 Cultural &
Creative Awards
Selection, Boutique
Awards

BONHO INC.

P10

Flying High
and Free-Tea
Set

Their products
didn't have awards,
but ever exhibition
in France Milan.

NewChi
Company

(Adapted from Taiwan International Cultural and Creative Industry Expo, 2012)

3.2 Research Tool
This study combined the implementation works of literature and surveys and the
characteristics of qualia to understand qualia connotation based on the appearances of
products through content analysis. A questionnaire was the research tool used in this
study, which was adapted from Lin (2012), and we hired experts to define each
characteristic of qualia using three descriptive sentences, and designed a 5-point scale.
The details of this questionnaire are shown in Table 2.
Table 2: The detailed of this questionnaire
Evaluation of Qualia
Evaluation Issues
I like this product.
Preference
I will buy this product.
I would recommend a friend to buy this product.
This product Be able to convey the cultural meaning.
Attractiveness
This product is impressive people.
This product has fashion sense.
This product has the proportion of perfect.
Beauty
This product has a sense of design.
This product is appearance pleasing.
This product is creative of design.
Creativity
This product is like to tell a story.
This product uses with ingenuity in material.
This product has engineering methods delicate.
Delicacy
This product has structure refinement.
This product has a neat shape.
This product has sophisticated technology.
Engineering
This product is durable.
This product has excellent workability.
(Adapted from Lin, 2012)

4.

Results and discussion

4.1 Qualia connotation analysis
This study presents four major results of the correlation between cultural product design
performance and the characteristics of qualia. First, "P7-Dumplings Cruet Set," "P9Taiwan Blessing Seal Cup Set," and "P8-Steamer Set" received the three highest average
ratings of qualia connotation. The product conversion of figurative modeling
allowed people to understand easily that like P7-Dumplings Cruet Set had
dumpling’s form. Second, there were two multi-material products in the three highest
ratings of engineering. People tend to focus on the engineering of multi-material products.
Third, the winning entries were not popular according to the relative differences between
non-winning entries and winning entries. Non-winning entries also had a decent
qualia connotation, but winning entries more popularity than Non-winning
entries. Fourth, the correlation of multi-material products with engineering was the most
significant. The performances of all products in attractiveness, beauty, and delicacy were
excellent. The performances of creativity and engineering were poor because part of the
cultural products can be re-enhanced. The average scores of each characteristic of qualia
for the three highest-rated cultural products are shown Figure 4. A comprehensive
analysis of the qualia characteristics of the cultural products is shown Figure 5.

Figure 4: Average score of each characteristic of Qualia of the three tops products

Figure 5: Comprehensive analysis of characteristic of Qualia of the cultural products
The results showed that the top three products possessed similar qualia characteristics,
as shown in Table 3.
Table 3: Characteristics of qualia products
Evaluation of qualia

Characteristics

Attractiveness

Intuitive form, single material

Beauty

Round design with smooth lines

Creativity

Simple design that exhibits different materials

Delicacy

Exquisite structure and attention to detail

Engineering

Composite material, rectangular, and sense of sturdiness

Data source: organized by this study

The average scores at all characteristics of Qualia of the cultural products are shown in
table 4.
Table 4: The preference for Qualia of the three tops cultural products

Code

P7

P9

P8

P6

P4

P5

P2

P3

P1

Mean

3.78

3.74

3.61

3.60

3.58

3.49

3.44

3.28

2.90

Order

1

2

3

4

5

6

7

8

9

Product

Data source: organized by this study

4.2 Products preferences analysis
There were four major results of the preferences of cultural products’ design involving
characteristics of qualia in this study. First, the three highest-rated products were "P7Dumplings Cruet Set," "P8-Steamer Set," and "P9-Taiwan Blessing Seal Cup Set"
according to overall preference. Second, "Dumplings Cruet Set," "P8-Steamer Set" and
"P5-PIN-CHU Cruet set" received the three highest average ratings of overall preference.
Third, Taiwanese undergraduate students rated "P7-Dumplings Cruet Set," "P5-PIN-CHU
Cruet set," and "P8-Steamer Set" the highest, whereas mainland Chinese undergraduate
students rated "P8-Steamer Set," "P9-Taiwan Blessing Seal Cup Set," and "P4Calligraphy Series - Seafood Set & Chopsticks Set" highest. Fourth, men rated "P4Calligraphy Series - Seafood Set & Chopsticks Set," "P9-Taiwan Blessing Seal Cup Set,"
and "P8-Steamer Set" highest, whereas women rated "P7-Dumplings Cruet Set," "P8Steamer Set," "P5-PIN-CHU Cruet set," and "P9-Taiwan Blessing Seal Cup Set" highest.
Students from Taiwan and mainland China preferred different cultural products.
Taiwanese undergraduate students preferred the product conversion of figurative
modeling, which allows people to understand the products’ meaning easily, whereas
mainland Chinese undergraduate students preferred products that have a strong cultural
connotation. Men favored multi-material products more than women did. The preference
for different parts of the three highest-rated cultural products is shown in Figure 6.

Figure 6: The preference for different parts of the three tops cultural products

In summary, the results showed that in overall preference and qualia, two of the top three
products were the same, namely, “P7-Dumplings Cruet Set” and “P8-Steamer Set,” which
were considered successful designs in this study. Consumers infer functional performance
based on product form. The characteristics and forms of these products involve direct
product conversion and minimal style, which conformed to the findings of Wong, Lin, and
Chen (2011). As expected, most cultural products exhibit signs of specific product
conversion and viewers can intuitively observe the original creativity in such products.
This was confirmed by Yen, Lin, and Lin (2013), who claimed that minimal style plays a
crucial role in recent designs.

5.

CONCLUSION

Taiwanese cultural products mostly are manufactured using mature technology and
exquisite craft quality, as well as a qualia connotation; particularly the products had qualia
characteristics that won the state award with experts presented in this study. The
performance of all products in attractiveness, beauty, and delicacy were excellent and
consistent with their performances in past literature. Market demand and the
characteristics of qualia should be considered in the design of cultural products. Nonwinning entries also had a decent qualia connotation, but winning entries more popularity
than Non-winning entries. The performance of the creativity and engineering
characteristics of qualia must be emphasized in cultural product design. Many cultural
products' conversion of figurative modeling allowed people to understand easily that like
P7-Dumplings Cruet Set had dumpling’s form, but conveyed a reduced sense of wonder
and thinking, and ergonomic considerations in the design process were neglected, such
as a good grip, easy to get. Overall, the cultural products that were preferred by the study
participants have intuitive forms, smooth lines, and simple design. Taiwan has the
advantage that adding value by using qualia to design products in the cultural and creative
industry is a presentation of the cultural connotation. Qualia products can continue to
support the future development and growth of an aesthetic economy. In subsequent
studies, we aim to use qualia characteristics to examine different product types and
analyze and compare successful and unsuccessful product designs.
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